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This study aims to examine Penang‘s culinary brand equity and travel intention from domestic and 
international tourists‘ points of view and studied the relationship between four elements for brand equity 
including brand image, perceived quality, brand awareness and brand loyalty with culinary travel intentions 
in Penang. A survey was conducted at Penang International Airport‘s departure hall from December 2013 
to February 2014. A sample of 390 domestic and foreign tourists was obtained using convenience sampling 
approach. The results indicated that there is a direct positive relationship between brand equity and travel 
intentions in Penang culinary tourism. Regression analysis revealed that brand image, brand awareness and 
brand loyalty significantly predicted tourists‘ travel intention. This study suggested that state tourism 
organization could refer to the culinary brand equity factors to predict tourists‘ travel intention for future 
marketing promotions. 
 




Tourists‘ growth rate in Asia Pacific region had beyond America and become the world‘s second largest 
tourist receiving region since year 2001. Tourism industry is growing rapidly in Asia Pacific region and 
recognized as the most significant economic resources. Few scholars indicated that food source is an effective 
promotional and marketing tool to attract travel intention toward tourism destination (Harrington & 
Ottenbacher, 2010). Food tourism is becoming an important aspect of the tourism industry (Horng & Hu, 2009; 
Horng & Tsai, 2010). Recent report by Travel Industry Association (TIA) (2007) reflected that estimation of 27 
million individuals or 17% of the leisure travel market engaged culinary activities such as cooking classes, 
gourmet food shopping and attending food festivals while travelling. This shown that culinary activities are 
significant include in different forms of tourism. Past researcher indicated that there is an inseparable 
relationship between food industry and tourism industry (Horng & Tsai, 2010).  
Penang is having a reputation as a ―food paradise‖ which offers a wide variety of foods. The unique of 
Penang‘s food is Penang offers a diverse and exotic mix of Malay, Chinese and Indian cuisine that reflects the 
multicultural mix of the city. Penang‘s food has created a unique culinary brand in the international and national 
market. These had features that culinary brand equity is a very important element to attract tourists. Therefore, it 
is very important to understand how food brand equity can affect the travel intention in an increasingly 
competitive tourism market in Penang Island. The main objective of this research is to study how food‘s brand 
equity contributes to tourists‘ travel intention in Penang and determines their relationship. 
 
Problem statement and hypotheses 
 
Nowadays, food continues to be a highly significant aspect of the tourism industry. Based on the research of 
Boyne, Williams and Hall (2002), tourist spends almost 40% of their budget on food when travelling. Maslow‘s 
hierarchical theory of motivation was stated that food is a basic need and must for tourist. Therefore, it had 
shown that food is one of the important element affect tourist decision making to choose a destination. Various 
media and publisher awarded Penang as culinary hotspot. These honors reflected that there re potential to 
promoting food tourism in Penang Island. Therefore, it is very important to obtain the data for developing an 
understanding the brand equity factors in the desire to participate in food tourism in Penang. These factors are 
creating positive impressions of culinary features, which are then transferred from brand image to tourists‘ 
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The hypotheses are formulated as below: 
 
H1. There is positive relationship between brand image and tourists‘ travel intention. 
H2. There is positive relationship between perceived quality and tourists‘ travel intention. 
H3. There is positive relationship between brand awareness and tourists‘ travel intention. 






Since the 1900s, the issue of brand equity has emerged as one of the most crucial topics for customer based 
perspectives in marketing management (Yoo & Donthu, 2001) and it has been recognized as an important 
factors for creating competitive market advantages and marketing strategies of differentiation (Boo, Busser & 
Balglu, 2009). Brand equity is defined as a ―set of brand assets which including perceived quality, brand image, 
brand loyalty, brand awareness and other linked to a brand name and symbol that add to or subtracting form the 
value provided to consumers (Horng, Liu, Chou & Tsai., 2012). Perceived quality encompasses all phases of a 
customer‘s interactions with a company, including all cues and encounters that occur before, during, and after 
the trans-actions. Thus, perceived quality includes the combination of all customer experiences.  
Low and Lamb (2000) noted that brands perceived as high quality add value to consumer purchases and 
brand loyalty. Murphy, Pritchard and Smith (2000) also showed that perceived trip quality positively affected 
perceived trip value and affected travel intentions. Deslandes (2003) found that the perceived quality of a 
tourist‘s travel intentions was positively related to the perceived value of the travel destination. Boo, Busser and 
Baloglu (2009) identified brand quality as one of the key dimensions of brand equity as applied to a destination. 
As a result, perceived quality in Penang Island culinary culture is an important factor in tourists‘ travel intention.  
According to Keller (1993), brand image is defined as perceptions about a brand as reflected by the brand 
associations held in consumer memory. According to Tepeci (1999), brand image is one of the factors that 
contribute to brand loyalty. From the travel intentions perspectives, brand image among foreign and local tourist 
is considered as a primary and valuable repository, which reflects important indicators of customer segments 
and market potential and provides insights into the emphasis on functional, social and sensory brand image in 
food tourism. The perceived image of a destination reflects the resources linked to functional features of that 
destination that attract tourists. In other words, when a food brand image becomes popular in the minds of the 
tourist, it will naturally link to an array of benefits and positive expectations of quality, reliability and trust, also 
increasing travel intentions for the food brand of Penang Island. In part, this link is achieved by coupling brand 
image with tourists‘ perception of that particular brand (Kotler & Kotler, 2001). 
Brand loyalty is the core component of brand equity (Aaker, 1991) and it refers the brand attitudes of 
consumers in their intentions to patronize again or repurchase (Oliver, 1999) and willingness to pay a premium 
price for a preferred product or service (Zeithaml, Berry & Parasuraman, 1996). Brand loyalty impacts brand 
equity for several reasons: greater efficiency when applying marketing techniques and reduced sensitivity to 
pricing on the part of loyal consumers (Aaker, 1991). Baloglu (2001) studied consumer behavior and tourism, 
demonstrating a positive correlation between loyalty and travel intentions. Yoon and Uysal (2005) also 
hypothesized that tourists may feel loyalty toward a particular brand or destination and may express an intention 
to repurchase a brand product or revisit a destination.  
Lee and Back (2008) examined awareness based on previous consumer experiences and found that brands 
were more important than other experiences for consumers in determining overall satisfaction. Applied to the 
tourism industry, this finding indicates that tourist satisfaction necessitates strong brand awareness of Penang‘s 
Food and tourist perceptions, preferences, behaviors and brand choices in the context of food tourism. Kim and 
Kim (2005) argued that brand awareness is an important antecedent of customer value and contributes to the 
performance of service firms. The antecedent of customer value also translates into a positive relationship 
between tourist‘s perceived value of a destination brand and future behavioral intention such as travel intentions 




From consumption process‘s perspective, tourists‘ behavior is divided into three stages including: pre-
visitation, during visitation, and post visitation. Chen and Tsai (2007) stated that tourists‘ behaviors include 
choice of destination to visit, subsequent evaluations, and future behavioral intentions. The subsequent 
evaluations are the travel experience or perceived value and overall visitors‘ satisfaction, whereas the future 
behavioral intentions refer to the visitor‘s judgment about the likeliness to revisit the same destination and 
willingness to recommend it to others. Petrick, Morais, and Norman (2001) had stated that the best estimation of 
future behavior and intent would directly correlate to the frequency of estimated behavioral intentions. The 
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repeat tourist represents more than half the total of all the tourists to a given destination (Wang, 2004). Repeat 
tourists are an important concept for maturing destinations, and their continuance is an essential element in an 
attraction remaining competitive (Alegre & Cladera, 2006; Huang & Hsu, 2009).  
Tourists‘ travel intentions are the result of their perceptions from previous travel experiences. The finding 
indicates the importance of measuring tourist perceptions and identifying the dimensions of destination brand 
equity that influence tourists‘ travel intention (Boo, Busser & Baloglu, 2009; Stokburger Sauer, 2011). All of 
these examples demonstrate the positive relationship between brand equity and travel intentions. Therefore, 
attributes associated with brand equity can serve as an extrinsic cue for prospective tourists to use as basis for 
deciding among tourism options. A positive brand equity perception of unique food and cuisine contributes to 
overall tourists‘ travel intentions among foreign and local tourists. Figure 1 showed the theoretical framework of 

























This study is investigating the relationship between culinary brand equity and travel intention and employed 
a descriptive research design. A questionnaire was developed based on past literature on culinary brand equity 
and travel intention. It contained three parts which are Section A: demographic profile, Section B: Penang‘s 
food brand equity which includes brand awareness, brand image, perceived quality and brand loyalty and 
Section C: tourists‘ travel intentions. Respondents were required to rate on the five point Likert scale from 1 
(strongly disagree) to 5 (strongly agreed). The survey was conducted at Penang International Airport‘s departure 
hall from December 2013 to February 2014. The target population was tourists who had visited Penang Island. 
A sample of 390 tourists was obtained using convenience sampling approach.    
All appropriately fulfilled questionnaires had been retrieved, prepared, organized, and compiled for analysis 
of data. The data was analyzed by using IBM SPSS Statistic 21.0. Frequency and percentage were used to study 
the respondents‘ demographic profile. The mean, standard deviation and Cronbach‘s alpha coefficient were used 
to present the results of Penang‘s culinary band equity and travel intention. Regression analysis was conducted 
to examine the relationship of the culinary brand equity on the travel intention of tourists in Penang Island. 
 
Results and Discussion 
 
Respondents‟ Demographic Profile  
 
Table 1 exhibited the respondents‘ demographic profiles. There were 53.30% male and 46.70% female 
respondents. The majority of the respondents were considerably young adults whom aging between 19 to 28 
years old (37.70%). There were a total of 50.8% non-Malaysian respondents and 49.2% Malaysian respondents. 
Most respondents were from Asia (70%). Approximately 41.28% of the respondents hold the degree holders and 
27.69% respondents held professional positions. Majority of the respondents visited Penang for the purpose of 
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Table 1: Respondents‘ demographic information (n= 390) 
 
Demographic Variables Sample size Percentage (%) 
Gender Male 208 53.33 
Female 182 46.67 
Age 18 & below 18 4.62 
19 – 28 147 37.69 
29 – 38 89 22.82 
39 – 48 53 13.59 
49- 58 45 11.54 
59 - above 38 9.74 
Nationality Malaysian 192 49.23 
Non – Malaysian 198 50.77 
Continent of 
Origin 
Africa 1 0.26 
Asia 273 70.00 
America 48 12.31 
Australia 29 7.44 
Europe 39 10.00 
Education Level High School 55 14.10 
Diploma 79 20.26 
Degree 161 41.28 
Master and above 95 24.36 
Income Less than or equal to RM2000 99 25.38 
RM 2001 – RM 4000 43 11.03 
RM 4001 – RM 6000 78 20.00 
RM 6001 – RM 8000 53 13.33 
RM 8001 – RM 10000 43 11.03 
More than RM 10000 75 19.23 
Man Travel 
Purpose 
Food & Cuisine 89 22.82 
Religion 6 1.54 
Visit Friends and Family 74 18.97 
Shopping 17 4.35 
Sightseeing 60 15.38 
Conference 31 7.95 
Night life 3 0.77 
Visit historic relic 4 1.03 
Cultural experience 43 11.03 
Other 63 16.15 
Occupation Businessman/Businesswoman 83 21.28 
Professional 108 27.69 
Education worker 16 4.10 
Government officer 14 3.59 
Worker 43 11.03 
Retired 30 7.69 
Student 71 18.21 
Other 25 6.41 
Travel times 1 time 110 28.21 
2 times 47 12.05 
3 times 21 5.38 
4 times 14 3.59 
Above 5 times 198 50.77 
 
Culinary Brand Equity and Travel Intension  
 
In this study, four main attributes of culinary brand equity in Penang Island which were brand image, 
perceived quality, brand awareness and brand loyalty. The attributes were measured using a 5 points Likert scale 
from 1 which is strongly disagree to 5 which is strongly agree. Table 2 had showed the tourists‘ perception 
toward culinary brand equity of Penang Island.  
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Table 2: Tourists‘ perception toward culinary brand equity of Penang Island 
 
Attributes  N Mean  S.D 
Brand Image (Cronbach‟s Alpha (α)= 0.839)  4.01 0.48 
My dining experience in Penang Island is consistent with my impression. 390 3.92 0.64 
Penang Island offers appealing food and snack. 390 4.14 0.64 
Visiting Penang Island is a wonderful opportunity for sampling cuisine. 390 4.14 0.64 
Penang Island has a rich food culture. 390 4.34 0.68 
Penang Island has excellent dining facilities. 390 3.79 0.74 
Penang Island‘s food service personnel are friendly. 390 3.79 0.83 
Penang island‘s food is diverse. 390 3.99 0.68 
Penang island‘s food is unique. 390 3.93 0.67 
    
Perceived Quality (Cronbach‟s alpha (α)= 0.741)  3.71 0.42 
Penang island offers excellent quality in food tourism. 390 3.94 0.60 
Based on Penang Island‘s current offerings in food, I can expect 
improvement in the future. 
390 3.82 0.70 
Penang Island‘s dining environment is clean. 390 3.28 0.81 
Penang Island‘s food is better than that of similar destination. 390 3.78 0.73 
Penang Island offers good quality in restaurant service. 390 3.48 0.74 
There is less communication problems and language barrier in Penang 
Island‘s food tourism. 
390 3.59 0.86 
Penang Island‘s food tourism is offered at reasonable prices. 390 3.81 0.88 
Penang island offers high quality cuisine. 390 3.63 0.72 
Penang island offers delicious cuisine. 390 4.05 0.62 
    
Brand Awareness (Cronbach‟s alpha (α)= 0.730)  3.82 0.64 
Penang island‘s food enjoys a good reputation. 390 3.95 0.67 
I can easily name famou Penang Island‘s dishes. 390 3.91 0.77 
When I thin about food, Penang Island‘s comes to mind immediately. 390 3.60 0.92 
    
Brand Loyalty (Cronbach‟s Alpha (α)= 0.866)  4.03 0.59 
I would recommend others to visit Penang Island for food tourism. 390 4.06 0.65 
I enjoy visiting Penang Island for food tourism. 390 3.98 0.67 
Overall, I have confidence in Penang Island‘s food. 390 4.04 0.66 
    
Travel Intention (Cronbach‟s Alpha (α)= 0.910)  3.78 0.83 
In the following year, I may visit Penang Island again for food tourism. 390 3.79 0.92 
In the following year, I plan to visit Penang Island again for food tourism. 390 3.63 0.98 
I wish to visit Penang island again for food tourism. 390 3.92 0.81 
 
Among the four attributes of culinary brand equity, the brand loyalty and brand image had the higher mean 
score 4.03 and 4.01 respectively, indicating that the tourists showed good perception towards the image and 
loyalty of Penang‘s food. The respondents were very likely to recommend culinary tourism to others. Besides, 
tourists‘ perception towards the attributes of perceived quality (3.71) and brand awareness (3.82) were found to 
rather low. It is suggested that food providers should focus on the quality of food provided in order to attract 
more tourists and improve the tourists‘ perceived quality towards Penang culinary tourism. Three attributes were 
used to measure tourists‘ travel intentions. The results showed that tourists were very likely to visit Penang 
Island again for food tourism in the following year.  
 
Differences in Tourists‟ Perception toward Culinary Brand Equity and Travel Intention with Respects to 
Tourists‟ Nationality 
 
This study expanded the understanding of the role of nationality in determining culinary brand equity and 
travel intentions. T-test was developed to compare the gap of perception between local tourists and foreign 
tourists. Table 3 presented differences in tourists‘ perception toward culinary brand equity and travel intention 
with respects to tourists‘ nationality. There was no significant difference between local and foreign tourists 
toward culinary brand image (p = 0.111) and brand loyalty (p=0.093). Local and foreign tourists exhibited same 
perception toward Penang culinary brand image and loyalty.  
There was significant difference between local and foreign tourists‘ perception toward culinary perceived 
quality (p=0.002), culinary brand awareness (p=0.000) and travel intention (p=0.000). Foreign tourists had 
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better perception towards culinary perceived quality compared with local tourists. However, local tourists 
showed better perception toward brand awareness and travel intention. 
 




Local Foreign Sig. 
N Mean SD N Mean SD 
Brand Image 192 3.967 0.510 198 4.043 0.438 0.111 
Perceived Quality 192 3.644 0.445 198 3.774 0.395 0.002 
Brand Awareness 192 3.960 0.550 198 3.682 0.692 0.000 
Brand Loyalty 192 4.080 0.590 198 3.980 0.583 0.093 
Travel Intentions 192 4.019 0.736 198 3.556 0.854 0.000 
  
Relationship between Culinary Brand Equity and Travel Intension  
 
Table 4 depicted relationship between culinary brand equity and travel intension. The purpose of this study 
was to examine the effects of brand image on travel intention (H1), perceived quality on travel intention (H2), 
brand awareness on travel intention (H3), as well as brand loyalty on travel intention (H4). H1, H2, H3 and H4 
were supported significantly (p<0.01).  
 
Table 4: Relationship between Culinary Brand Equity and Travel Intension 
 
Hypothesized Paths Coefficient t-values  Sig Remark 
H1 Brand Image  Travel Intention 0.351 7.393 0.000 Supported 
H2 Perceived Quality Travel Intention 0.294 6.050 0.000 Supported 
H3 Brand Awareness Travel Intention 0.629 15.945 0.000 Supported 
H4 Brand Loyalty Travel Intention. 0.565 13.472 0.000 Supported 
 
H1 was supported (ß=0.351) that the brand image and tourists‘ intention exhibited positive relationship. 
From the travel intentions perspectives, brand image among tourists is considered as a primary and valuable 
repository that reflects important indicators of customer segments and market potential and provides insights 
into the emphasis on functional, social and sensory brand image in food tourism (Horng, Liu, Chou & Tsai, 
2012). This finding had shown that creating positive viewpoints and impressions, which are then transferred 
from brand image, could increase tourist intentions in food tourism. 
H2 suggested that tourists‘ intention to revisit is predicted by the perceived quality (ß=0.294). Murphy, 
Pritchard and Smith (2000) also showed that perceived trip quality positively affected perceived trip value and 
affected travel intentions. As a result, perceived quality in Penang Island culinary culture is an important factor 
in tourists‘ travel intention. 
H3 has tested the relationship between the brand awareness and travel intention and it has been supported as 
it had strong positive direct relationship (ß=0.629). Brand awareness is an important antecedent of customer 
value and contributes to the performance of service firms (Kim & Kim, 2005). This finding indicates that tourist 
satisfaction necessitates strong brand awareness of Penang‘s Food and tourist perceptions, preferences, 
behaviors and brand choices in the context of food tourism. 
H4 was supported as it had strong positive direct relationship between brand loyalty and tourists‘ travel 
intention. The concept and degree of loyalty provides a beneficial to a travel destination and tourists may revisit 
or recommend travel destinations to other potential tourists such as friends or relatives. The result showed that 
tourists may feel loyalty toward a particular brand or destination and may express an intention to repurchase a 
brand product or revisit a destination. 
Regression analysis was conducted in order to examine the relationship between culinary brand equity and 
tourists‘ travel intention. The influence of brand image, perceived quality, brand awareness and brand loyalty on 
tourists‘ travel intention was tested. Table 5 showed regression model for culinary brand equity and tourists‘ 
travel intention. The regression model depicted that an adjusted R² of 0.475 which means that 47.50% of the 
total variance in the dependent variable can be explained by the independent variables in the model. The F-ratio 
of 89.151 was significant (p<0.001) and indicated that the result of the equation model was reliable. The 
ANOVA test shows that the significant level is 0.000 which exhibited that there was a relationship between 
tourists‘ travel intention and independent variables. The results presented in Table 5 indicated that the most 
influential culinary brand equity on the tourists‘ travel intention was brand awareness (β = 0.496), followed by 
brand loyalty (β = 0.408) and brand image (β = 0.175). Perceived quality was found to be insignificant (p = 
0.990) and did not influence the tourists‘ travel intention. This finding may reflect the lack of image of Penang 
food. 
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Table 5: Regression Model for Culinary Brand Equity and Tourists‘ Travel Intention 
 
Model Summary  
Model R R² Adjusted R² Std. Error of the Estimate 
1 0.693
a




Model  Sum of Squares df Mean Square F Sig. 
1 Regression 128.916 4 32.229 89.151 0.000
b
  
 Residual 139.181 385 0.362   









B Std. Error Beta 
1 (Constant) 0.573 0.241  2.380 0.018 
 F1: Brand Image 0.306 0.100 0.175 3.073 0.002 
 F2: Perceived Quality  -0.001 0.097 -0.001 -0.013 0.990 
 F3: Brand Awareness 0.643 0.059 0.496 10.938 0.000 
 F4: Brand Loyalty 0.576 0.074 0.408 7.779 0.000 
c. Dependent Variable: Travel Intention 
d. Predictors: (Constant), Brand Loyalty, Perceived Quality, Brand Awareness, Brand Image. 
 
Conclusions and Recommendation 
 
The culinary brand equity dimensions provide great support in the result of this study. In the study, all of the 
hypotheses were supported through the regression analysis. Moreover, by understanding the indicators and 
specific dimensions of brand equity in the context of culinary travel intention, it may help to improve tourist 
perception of certain brand equity dimensions and also culinary travel intention in Penang Island, Malaysia. 
This empirical analysis had shown that the tourists‘ travel intentions are strongly depend on perceived 
culinary brand equity of Penang Island. Therefore, the tourists‘ travel intentions are ultimately affected by the 
food tourism‘s brand equity. The evaluation of travel intentions through different dimension of culinary brand 
equity of Penang Island, Malaysia had begun through this empirical study with recognition of the research. An 
important assumptions for brand equity measurement emerged through a review of the broad literature in this 
area which is travel intention for food tourism can be measure by employing the concept of brand equity that 
including brand image, brand awareness, perceived quality and brand loyalty. This assumption distinguishes the 
special characteristics of the culinary brand equity measurement from travel intention‘s evaluation. 
As the result of the study are clearly focused on the effect of the culinary brand equity dimension in Penang 
Island based on the perception of the tourists, this study can provide tourism managers with insight into ways to 
build culinary brand equity. In details, the people who work in tourism industry especially Penang state tourism 
government can build brand equity among potential tourists, which might result in increased travel intention by 
referring and examining this study, based on tourists‘ perception of food tourism. An attempt must be made to 
understand the influence of culinary brand equity towards tourists‘ travel intention to Penang Island. Lastly, 
Penang Island‘s tourism organization attempting to attract food tourists can incorporate references to four core 
food tourism factors of brand equity into promotions because all these factors predicted travel intention in the 
direct effects model. An advertisement on Penang Island unique food and cuisine that evokes indulgence and a 
sense of the novel could help to promote tourism and enable to attract food tourism. In addition, a focus on 
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